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在 1993 年，主要发表的刊物是 Journal of Advertising 和 Journal of Interactive 
Advertising。互动性研究文献在研究方法上，实证与非实证各占半壁江山，其
中实证研究中运用最多的是实验法。②互动性研究文献中持功能互动观的文献

































Through making a literature research about interactivity in advertising and 
marketing journals, this paper which adopts content analysis tries to explicate the 
concept of “interactivity” and explore the characteristics and research venation of 
interactivity. On that basis，this study make analyzing and summarizing about the 
effectiveness of interactive advertising and its relevant theories. The purpose of this 
paper is to provide a comprehensive theoretical reference for domestic interactive 
advertising researchers.  
The result of research showed that: ①Special research about interactivity first 
appeared in 1993.After that, the amount of related literature increased gradually and 
reached climax in 1998 and 2005.The main publication were the Journal of 
Advertising and the Journal of Interactive Advertising. The empirical studies occupied 
nearly half and the experimental method was the main way.  ②There were 68  
research literatures about functional interactivity. Studies adopting the concept of 
perceived interactivity appeared in 1998 which after 2 years that the publication of 
research about procedural interactivity. The amount of perceived interactivity research 
grew quickly but the procedural interactivity studies were sustainable.  ③Functional 
definition of interactivity originated in computer science. It referred to function of 
media, which provide varieties of approaches for users to get information and to 
communicate with feedback. And it offered user the authority to choose and control 
the content and form of the information. The effect of functional interactivity were 
mainly positive and the moderator variables involved were Psychological Cognitive 
Type and Need for Cognitive (NFC).  ④The definition of procedural interactivity 
came from sociology and communication. It meant the related significance between 
the information in difference time sequence. There were no common views about the 















level of responsiveness, control and time sensitivity when people using media 
communicate with each other. And most of the perceived interactivity effect studies 
found positive results.  ⑥More and more researchers began to pay close attention to 
the overlapping and the merge possibility of functional, procedural and perceived 
interactivity. Two-way communication, active control and instant synchronous were 
thought to be the representative elements of various interactivity definition 
dimensions. Because the introduction of involvement and web experience, the 
relationship between functional interactivity and perceived interactivity can be see 
more clearly. 
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1.1  研究背景 












广告公司的 CEO Peter Georgescu（1997）曾表示：“在以关系为驱动力的世界，
媒体成功的关键因素是其所拥有的互动性。”RSCG Worldwide 的 CEO Robert 
Schmetterer（1999）也认为：“互动性是广告的未来。”美国的网络广告从业者
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ns nr - 功能互动性 实验操作 
Coyle and Thorson
（2001） 




+ nr nr 功能互动性 实验操作 
Macias（2003） + + + 功能互动性 实验操作 




nr + nr 功能互动性 实验操作 
Fiore and Jin（2003） + nr nr 功能互动性 实验操作 
Cho&Leckenby
（1999） 
+ + + 感知互动性 5项量表 
Jee&Lee（2002） + nr ns 感知互动性 9项量表 
Hwang and McMillan
（2002） 
+ nr nr 感知互动性 18 项量表 
Hwang and McMillan
（2003） 
+ nr nr 感知互动性 18 项量表 
Schlosser（2003） + + + 感知互动性 2项量表 
Wu（1999） + + + 感知互动性 10 项量表 
Yoo and Stout（2001） + + + 感知互动性 5项量表 




















究成果，故而在时效性上亦有所欠缺。Liu 和 Shrum 的研究虽然提出了一个比较
完整的效果理论框架，但并未对这一框架进行验证。Wu 虽然进行了针对互动性
效果的统计研究，但研究的样本量比较小，总共只有 14 篇，关注的效果指标也
只有 3 项，因此得出的研究结论还有待扩充和完善。 
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